In this study,it is aimed to examine the impact of consumers' lifestyles on sustainable consumption trends. Life style is an individual's activities, interests and ideas about various issues. Consumers make consumption under the influence of these dynamics. Life style has an important place in the individual's consumption decisions. Sustainable consumption is a ethical consumption which correspond future generations needs and capabilities without the ethical barriers. But sustainable consumption is a hard progress which is effected by many factors. One of the factors is individual's life styles. Hence this study aimed to investigate whether there is an impact of consumer's life styles on sustainable consumption.According to result of survey which has been done at Erzurum/Turkey on 350 people, it has been determined that consumers' life styles have an impact on their sustainable consumption trends.The consumers who are innovators andthinkers carry more information about environmental problems and have more positive attitude. However thinkers and believers make more sustainable consumption.
I. INTRODUCTION
In today's world, people witness rapid changes. Thanks to the developments in technology, production methods have changed, and industrialization has advanced. The aim of all advancements is to raise the quality of life and facilitate the way people live. Little has been taken into account, though, concerning that these advancements would have a price to pay. This price is the negative influence on natural resources accompanied by the consumption increasing with production. As a result, a certain amount of imbalance is observed on resource consumption, and ecological destruction has been increasing steadily.
The issue of sustainability was suggested to overcome the problems stemming from the consumption of natural resources. To this end, such concepts as green consumption, environmental consumption, and ecological consumption were emphasized initially. Following these progresses, the concept of sustainable development gained importance. Sustainable development is a kind of development which enables meeting the current demands without threatening the possibility of meeting the demands of next generations. Sustainable development has been discussed in many conferences. Despite these discussions, environmental problems still could not be eliminated. Therefore, governments and businesses developed many policies to spread sustainable development. However, these efforts remained only in the form of sustainable production. As the fact that consumer efforts are required to create a sustainable world has been acknowledged, an inclination towards sustainable consumption has emerged, and a lot research has focused on this subject.
Sustainable consumption refers to meeting the demands of goods and services without threatening the demands of next generations. As for life style, it refers to the answer given to the question "How does a person live?. Life style is influenced by an individual's experiences, demographic attributes, attitudes, and characteristics. Therefore, different characteristics and experiences create different life styles which result in different consumption habits. Life style refers to what a person consumes in what way and in what amount. Thus, consumption by taking into account or ignoring natural resources must be the result of people's life styles. However, there is no study in the literature dealing with both sustainable consumption and life styles. The assumption that life style has an important role in sustainable consumption is the main reason for conducting the present study. The study has two sections. The first section gives information about life style and consumption. The second section deals with a survey conducted in the central district of Erzurum province as well as its results.
II. THEORETICAL FRAMEWORK AND LITERATURE REVIEW

Sustainable Consumption
Sustainability provides the basis of sustainable consumption. Sustainability refers to replacing renewable resources with nonrenewable ones and ensuring that our actions do not pose a threat to earth's life (Schaefer and Crane, 2005) . Sustainability is an old phenomenon, but it is new as a concept. What has led to the emergence of sustainability as a concept is global pollution. Pollution started in the 16th century as a result of industrialization. The first pollution emerged in Britain and spread over the continental Europe and then the North America (Pearce, 1994) .
Sustainable consumption was accepted as the pre-requisite of sustainability in the World Summit of Sustainable Development held in Johannesburg in 2002. Afterwards, a research and communication network (SCORE) was formed within the body of the 6th Framework Programme by the European Union. In 2005, studies for Collaborating Centre on Sustainable Consumption and Production (CSCP) (10-Year Framework Programme for Sustainable Consumption and Production-Marrakech Process) were initiated with the collaboration of the United Nations Environment Programme (UNEP) and the Wuppertal Institute. Turkish government has paid a considerable attention to environment programmes since the 1930s. The Constitutional Law of 1982 covers an article regarding environmental problems: "It is the duty of the State and citizens to improve the natural environment, to protect the environmental health and to prevent environmental pollution" with the belief that a holistic approach would resolve environmental problems gaining importance each day. Furthermore, Environmental Law no. 2872 dated 1983 and all the development plans following the 3rd Development Plan aimed at dealing with environmental problems on a schedule. In this sense, today many organizations are operating in Turkey in accordance with the environmental regulations. However, considering the history of sustainable consumption, it is clear that a sustainable world could not be thoroughly created in Turkey due to various reasons (Göksu, 1997) .
Both national and international literature on sustainable consumption indicates that the studies generally focus on the demographic attributes of sustainable consumers. Zimmer and et al. (1994) and Straughan and Robert (1999) revealed that young people, women, people with higher educational levels, and people with high income levels are more environment-friendly than elderly people, men, people with lower educational levels, and people with lower income levels respectively. Similarly, the relationships between environmental knowledge and sustainable consumption attitude were examined. Laroche and et al. (2001) and Haron and et al. (2005) proved that there is a relationship between environmental knowledge and sustainable consumption. They found out that people engage in sustainable consumption more as their level of knowledge increases. There are also various studies exploring the relationship between consumers' psychographic characteristics and sustainable consumption. Özkul (2008) focused on the relationship between simple life style and consumption behavior, reported that sustainable consumption behaviors of consumers fall into two categories: value and environment-oriented behaviors, and noted that value-oriented behaviors are more important for people than environment-oriented behaviors. Kımıloğlu (2008) aimed at exploring the attitudes and behaviors towards factors influential on adopting sustainable consumption and simplification in consumption as a life style. That study concluded that consumers do not thoroughly adopt sustainable and simplified consumer behaviors as a life style. Ginsberg and Bloom (2004) asserted in their study that there is a group of consumers who are more eager to be environment-friendly. They also noted that consumers fall into different categories such as True Blue Greens, Sprouts, Grousers, and Basic Browns. According to them, Sprouts do not display a consistent attitude towards environmental issues though they pay attention to protecting the environment, and Grousers and Basic Browns tend to be indifferent to environmental issues. to other people (Blackwell and et al., 2001) . Life style was put forward by Max Weber. Weber defined the term as differences between social groups (Kesiç and Rajh, 2003) . Previous experiences, culture, demographic attributes, economic conditions, and values of consumers have an influence on their lives. Activities, attitudes, interests, and expectations of consumers are formed by aforementioned factors (Odabaşı and Barış, 2002 (Lin, 2003) . Through the late 1980s, VALS2 was developed since VALS had been considered substandard to estimate consumer behaviors (Piirto, 1991) . 400 questions were prepared to estimate consumer behaviors by VALS2 (Lin, 2003) . Thanks to this scale, 8 life style segments were determined as follows:
Lifestyle
Innovators comprise of inquisitive, active, successful, and sophisticated people with leadership characteristics who are wellinformed of new ideas and technologies and who buy products and services reflecting the characteristics of high social class. Thinkers comprise of mature and calm people who value knowledge and world affairs, order, and responsibility and who make comprehensive research before making decisions.
Achievers comprise of in-control individuals whose social lives center on family, career, and success and who are active in market and are attached to premium products and services to prove their success.
Experiencers comprise of young people who like the new, offbeat, and risk and who spend much of disposable income on clothes, fashion, fast-food, music, movies, and cinema.
Believers comprise of conservative individuals who value family, religion, and social rules and do not spend on the things they do not need.
Makers comprise of self-sufficient individuals who are committed to traditions and family and whose interests, except for child-raising, home-mechanics, hands-on activities, and vegetable growing, are rather undeveloped.
Strivers comprise ofimage-conscious individuals who are attached to fashion products and entertainment and other consumers' opinions and who consider money as the source of success.
Survivors comprise of individuals with low income and educational level who are old, non-communicative, and without strong social relations. They do not spend on luxury due to their low income levels (Strategic Business Insights, 06.07.2012).
III. STUDY DETERMINING THE RELATIONSHIP BETWEEN LIFE STYLE AND SUSTAINABLE CONSUMPTION
Purpose, Scope, and Limitations of the Study
World's resources are limited and decreasing. Consumption models and life styles of the consumers change with the developing world as well. Current consumers demand many things such as suitability, quality, functionality, difference, and convenience all at once. Meeting these demands without threatening environment and human health and making sacrifices from people's life styles will result in benefits for everyone at community, business, and consumer levels. Determining the conditions leading to the emergence of sustainable consumption and the factors that have an influence on it will contribute much to both business and academic circles. The fact that there was no study exploring the relationship between life styles and sustainable consumption and the aforementioned importance of the issue led to this study aiming to explore the relationship between sustainable consumption and life styles. Another aim of the study is to explore the relationship between consumer attitudes to environmental protection and sustainable consumption tendencies. Consumers whose ages were over 18 and who were living in the central district of Erzurum province were included in the study. The life styles and the sustainable consumption behaviors of the consumers were not evaluated in terms of any brand or product. Therefore, the results cannot be generalized by product group, brand, or region.
Research Hypotheses and Model
The study model determined based on the aim of the research was shown in Figure 1 Consumer Lifestyle 
Research Methodology
The universe of the study covers consumers who are older than 18 and living in the central district of Erzurum province. Convenience sampling method was employed. Surveys were carried out in July 2012. 400 survey forms were distributed, and 350 were taken into account after excluding deficient or defective ones. Before collecting data by preparing the definitive survey form, 20 people were interviewed to see whether or not the questions were comprehended. Accordingly, the questions were re-organized. The survey form covers 4 types of questions. The 1st type deals with questions about demographic characteristics. The 2nd group deals with life style. The 3rd group deals with attitudes and knowledge levels regarding environment. The 4th group measures sustainable consumption. The scales regarding sustainable consumption were prepared based on the scales of Şener and Hazar (2007) and Flaj and Martinez (2006) ; the scales regarding the knowledge level about environment were prepared based on Haron and et al. (2005) ; and the attitude towards environmental protection was measured based on Oliver (2007), Ginsberg and Bloom (2004) , and Kaiser and et al. (1999) . Life style variables are VALS2 variables specified by the Stanford Research Institute. Agreement levels regarding the expressions about life style and sustainable consumption were specified based on a 5-point Likert-type scale (5=I strongly agree, 1=I strongly disagree; 1= I know it well, 5= I have no idea). SPSS 11.0 was used to conduct analyses.
Data Analysis and Hypotheses Test Results
DemographicCharacteristics of Respondent
55% of the participants were male, and 45 % were female. 25% had an income TL 1000 and under TL 1000; 14% between TL 1001 and 2000; 27% between TL 2001 and 3000; 26% between TL 3001 and 4000; and 8% had an income higher than TL 4001.In terms of education level, %15 have primary education, %40 have secondary education, %45 have higher education. %62 of the participants were civil servant,%15 were students, %12private sector employee, %5 employee, %3'ü tradesmanand %3'ü housewife.
3.4.2.The Knowledge Levels and the Attitudes of the Respondents Regarding Sustainable Consumption and Environment
In order to reveal the environmental knowledge levels of the respondents, environmental problems were listed, and the respondents were asked whether or not they knew them. The relevant results are shown in Table 1. According to the results, the respondents have the highest level of knowledge on "struggle against the destruction of forests", "protection of water resources", and "global warming" while they have the lowest level of knowledge on greenhouse effect. In order to determine the respondents' attitudes towards the protection of the environment, the results shown in Table 2 were derived from their statements. We have to think dangers that lead to environmental pollution.
0.60676
It is important to purchase environmentally friendly products.
1.3980 0.59340
While we buy a product, ıt is important to consider how this affects others 1.5681 0.74354
Agriculture drugs applied to food that we eat is polluting the environment.
1.6611 0.87832
It is important to buy recycled products such as paper, glass and plastic. According to the results, the respondents mostly agree with the expressions "considering the threats towards environmental pollution", "purchasing environment-friendly products", and "maintaining the environmental attitude even if it has a negative influence on one's welfare". Afterwards, the respondents were asked whether or not they knew anything about sustainable consumption, and the results are given in Table 3 . The results indicate that the respondents are moderately familiar with sustainable consumption. In order to reveal whether what they knew about sustainable consumption was accurate or not, various expressions defining sustainable consumption were given, and the respondents were asked to mark the ones they agreed with. The results are indicated in Table 4 . It is the economic growth to meet the demands at the expense of ignoring environmental protection.
24
It is a kind of development which supports individuals to live according to their mentality of quality life.
39
It is a kind of consumption meeting the current demands without threatening the possibility of meeting the demands of next generations.
25
It is a kind of growth which sustains long-term increase in the services provided and the goods produced as well as a rise in their quality.
12
Total 321 100
According to the results, the respondents chose the expression of "It is a kind of development which supports individuals to live according to their mentality of quality life. " at the rate of 39%. The expression which accurately defines sustainable consumption, "It is a kind of consumption meeting the current demands without threatening the possibility of meeting the demands of next generations. " was chosen at the rate of 25%. It is clear that at least a certain proportion of the respondents defined sustainable consumption accurately. How the respondents define their attitudes towards sustainable consumption are shown in Table 5 . According to the results, 45% of the respondents have positive opinions on sustainable consumption while 31% support it. In order to reveal the sustainable consumption tendencies of respondents, descriptive statistics, which were obtained according to the responses given to sustainable consumption behaviors, are given in Table  6 . Initially, the alpha coefficient of the scale was evaluated. After excluding 1 variable which was not fit, the scale reached an acceptable value. Therefore, 10 variables were included in the study. The alpha coefficient of the sustainable consumption scale is α= 0.80. According to the mean scores, the respondents engage in sustainable consumption mostly by turning off music players when not used, turning off electronical gadgets instead of keeping them in stand-by mode, and benefiting from the products until they get battered.
Lifestyle Model Test
Before testing the relationships of the variables of the research model, the validity of the VALS2 scale for the sample was tested. The scale was subjected to factor analysis. According to the reliability analysis results, 13 variables were excluded, and 21 variables were included in the factor analysis. The alpha coefficient was found to be 0.8305. As a result of the factor analysis on variables, 5 factors were obtained with eigenvalues higher than 1. Of the variables, the ones with a factor loading of not less than 0.40 were taken into account. These factors explain 55.75% of the total variance (KMO sampling adequacy: 81.4%, Bartlett's Sphericity test: 2098.070, p<0.000). Table  7 shows the relevant results. The obtained factors were not completely compliant with the VALS2 factors. However, there were 8 VALS2 factors. 5 factors were obtained in this study.
Testing Research Hypotheses
Multiple regression analysis was carried out to test research hypotheses. Table 8 shows the relevant results. Firstly, the influence of life styles on environmental knowledge and attitude towards environment was explored. Afterwards, the influences of all the variables on sustainable consumption were explored. According to the first model results, life styles explain 7% of environmental knowledge. Life styles explain 16% of environmental attitude, according to the second model. The influence of life styles, environmental knowledge, and environmental attitude on sustainable consumption was 21% according to the last model. Table 9 shows Beta values of the variables in the models and their signifiance levels. According to the first model, which explores the influence of life styles on environmental knowledge, there is a relationship between innovators and environmental knowledge. People with innovator life style know more about environment. According to the second model, which explores the influence of life styles on environmental attitude, the life styles of innovators and thinkers are statistically significant. In other words, innovators and thinkers have positive attitudes towards environment. According to the model exploring the influence of life styles, environmental knowledge, and environmental attitude on sustainable consumption, environmental knowledge and attitude towards environmental protection have an influence on sustainable consumption. Believers engage in sustainable consumption more compared to the others. In this way, the research hypotheses; H1: Consumer lifestyle is effective on information about environment. H2: Consumer lifestyle is effective on attitudes towards the environment. H3: Information about environment is effective on sustainable consumption H4: Attitudes towards the environment is effective on sustainable consumption H5: Consumer lifestyle is effective on sustainable consumption, hypotheses have been accepted.
IV. CONCLUSIONS AND RECOMMENDATIONS
Using environment and natural resources properly is important for the future of the world. It is not only governments, managements, and businesses that have to be environmentally conscious. Important steps can be taken with the support of consumers, who are the most important driving force of markets. Therefore, all kinds of information are needed to contribute to sustainable consumption. In this study focusing on the influence of life styles, environmental knowledge, and environmental attitude on sustainable consumption, the following results were obtained:
Majority of the participants had intermediate to high educational levels. Most of the participants were civil servants with an income ranging between TL 1001 and 3000. There were both male and female participants. As to the environmental problems, the respondents had the highest knowledge on destruction of forests, protection of water resources, and global warming. As to the attitudes to environmental protection, the respondents mostly agreed with considering threats of pollution, purchasing environmentfriendly products, and maintaining environmental attitude even if it has an influence on welfare. The respondents expressed that they were moderately informed about sustainable consumption. In order to determine whether or not what the respondents knew about sustainable consumption was accurate, various expressions defining sustainable consumption were given. According to the results, only a limited number of the respondents (25%) know the expression which accurately defines sustainable consumption (It is a kind of consumption meeting the current demands without threatening the possibility of meeting the demands of next generations.). The majority of the respondents thinks positively about and support sustainable consumption. The respondents mostly engage in sustainable consumption by turning off music player when not used, turning off electronical gadgets instead of keeping them in stand-by mode, and using the products until they get battered. The life styles of the respondents were measured by VALS2, and 5 life styles were obtained: experiencers, strivers, innovators, believers, and thinkers. Life styles have an influence on environmental knowledge and attitude. Innovators know more about environment. Similarly, innovators and thinkers have positive attitudes towards environment. Environmental knowledge, environmental attitude, and life styles have influence on sustainable consumption. People with environmental knowledge and positive attitudes tend to engage in sustainable consumption. Moreover, believers have higher tendencies for sustainable consumption.
The linear relationship between having positive attitude towards environment and sustainable consumption is consistent with the findings of previous studies (Ginsberg and Bloom, 2004; Özkul 2008; Kımıloğlu 2008) . As consumer knowledge on environment increases, they tend to have environment-friendly attitudes and behaviors, which has a positive influence on sustainable consumption. From the perspective of life styles, innovators are the group with the highest environmental knowledge and thus they have positive attitudes towards environment. Thanks to their inquisitive qualities, innovators are knowledgeable and sophisticated people. They follow new ideas and technology. They are interested in social events. Thus, it is clear that they know much about environmental protection. Thinkers value order, knowledge, and responsibility. They are mature, content, relaxed, and calm people. Majority of them make comprehensive research before making decisions on any issue. They make use of the opportunities to enhance their knowledge. Accordingly, they have a tendency to protect the environment even though they do not know as much as innovators. Believers and thinkers engage in sustainable consumption more than others. Believers are conservative people attached to familiar attitudes and behaviors as well as traditions. They obey familial, religious, social, and national rules. They are active in their families, homes, and social and religious organizations to which they have a membership. It is possible that the segment of believers engages in sustainable consumption more in social and moral terms. However, thinkers are interested in world affairs as well as the events in their countries. Therefore, they may spend effort for sustainable development and consumption, which has been one the most important issues of recent times.
Based on the obtained results, recommendations below may be provided:
Majority of the consumers have limited knowledge on environment and environmental problems. Though the consumers have positive attitudes towards environment, their knowledge on sustainable consumption is either incorrect or deficient. It was seen that the consumers' knowledge level on environmental problems is higher than that on sustainable consumption. Majority of the consumers misunderstood sustainable consumption. Governments or various organizations are not only responsible authorities regarding this issue. Companies which have a positive image and reputation among the consumers may participate in activities supporting environment and draw the attention of the consumers. They can be helpful in creating an awareness regarding the issue. As it is the case in the whole world, many companies sponsor various social, environmental, and public events in Turkey. Or, they transfer certain amount of their income to such activities by engaging in goal-oriented marketing. However, as stated in the consumer behavior literature, consumers are informed prior to behaving and develop their attitudes accordingly. Therefore, creating awareness among consumers with all the means of promotion and communication will be helpful in raising knowledge levels.
When sustainable consumption was considerd in terms of life styles, the results supporting the above-mentioned recommendations were obtained. Thinkers and believers engage in sustainable consumption more. Thinkers are inquisitive and interested people who are looking for information. Therefore, they know about the greatest problem of our world: environmental problems and sustainable consumption. They are active in such issues. Believers may adopt such a consumption to avoid exaggeration which is not approved morally by religion. This being the case, businesses may support or recommend sustainable consumption more to increase the customers' contribution to sustainable consumption. For instance, money or discounts may be offered for each environmental practice conducted by consumers (e.g. recycling products' packets, using paper and glass packages). Price arrangements may be made to make them prefer recycled materials and packaging. In addition to financial support, businesses may send messages to consumers on the inner satisfaction gained from being environment-friendly which may result in positive attitudes towards environment.
